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Twenty-one  Million  Names 

To  receive  Advertising  once  a Month. 

HIS  stupendous  figure  as  applied 
to  direct  advertising  on  the  part 
of  one  concern  is  not  the  result 
of  having  imagination  or  day- 
dreams; but  by  having  a faith 
built  on  results. 

We  take  these  facts  from  a recent  issue  of 
“Direct  Advertising”  which  presents  these 
mammoth  figures  as  being  used  by  the  “Literary 
Digest.” 

In  1915  this  publication  had  a circulation  of 
some  350,000  copies.  In  this  year,  the  first 
large  mailing  campaign  was  undertaken  by 
reaching  every  telephone  subscriber  in  the 
United  States.  Results  came.  Satisfactorily! 
Since  then,  by  adding  lists  of  mailings  of 
automobile  and  property  owners,  the  number 
has  increased  to  the  large  figures  of  2 1 ,000,000. 


Printed  on  our  Carlysle  Plate , White 
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What  has  happened  to  the  publication  itself  ? 
As  a result,  to-day  the  circulation  figures  reach 
the  enormous  total  of  some  1 ,300,000  copies. 
There  may  be  larger  direct  advertising  cam- 
paigns but,  if  so,  we  have  never  heard  of  them 
and,  of  course,  by  way  of  the  moral,  the  success 
of  the  effort  is  a much  more  interesting  fact  than 
the  enormity  of  the  figures. 


VKhy  Keep  Up  This  Talk? 

{Ottawa  Journal) 

THERE  are  three  things  of  which  Canadian 
orators  should  be  punished  by  either  fine  or 
imprisonment.  One  of  them  is  to  make  a 
reference  to  “the  three  thousand  mile  border 
without  a soldier  or  a cannon.”  The  second  is 
that  terrible  bore  of  all  proportions  of  our 
“boundless  natural  resources.”  And  the  third 
— rapidly  becoming  the  worst  (Mr.  Massey,  our 
minister  at  Washington,  is  becoming  a daily 
offender)  is  that  persistent  protestation  about 
our  “loyalty  to  the  Empire  and  the  Throne.” 
Why  on  earth  should  it  be  necessary  to  keep 
eternally  protesting  about  our  loyalty? 
Englishmen  don’t  do  it.  They  sensibly  regard 
their  loyalty  as  something  to  be  taken  for 
granted,  as  it  should  be  taken  for  granted.  But 
let  a Canadian  get  on  his  feet,  whether  he  be  an 
alderman  or  a prime  minister,  and  immediately 
he  begins  to  protest  that  he  isn’t  a Guy  Fawkes. 

The  practice  has  got  to  be  an  infernal 
nuisance.  It’s  about  as  appropriate  as  if  men 
were  constantly  getting  up  to  protest  the  virtue 
of  their  wives.  q ' ' 
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Does  the  Common  Appeal  Always  Mean 
Individual  Sales  Appeal  f 

STUDYING  to  reach  the  proper  approach 
I may  often  be  lost  energy. 

One  often  sees  one’s  friends  not  as  they 
may  think  they  are;  and  from  a circle  of  our 
family  intimates  a selection  of  five  presents  a 
rather  interesting  subject  for  sales  study. 

Helen,  who  of  course  is  not  Helen,  has  grown 
up  midst  lawns,  gardens  and  luxury.  Now,  the 
mother  of  a fine  family,  solidly  intrenched  with 
strong  financial  resources,  she  is  a buyer  of  no 
mean  proportions. 

She  is  a regular  patron  of  expensive  shops  and 
always  buys  “the  best,”  but  a close  observer 
might  view  through  all  her  expenditures  a 
belief  that  because  things  are  expensive  they 
are  best.  “Her  best”  seems  to  acquire  its  value 
because  the  cost  “says  so.”  How  many  Helens 
are  there?  Ask  the  specialty  shops;  ask  the 
perfume  makers  who  sell  a few  drops  for  $15.00; 
ask  some  advertisers. 
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Now  Marjory  is  different,  tho’  she  has  actually 
no  such  name.  Marjory,  as  season  blends  into 
season  and  change  breaks  into  change,  says 
something  like  this,  “Here  I am!  To  meet  this 
vogue  I had  better  look  around  a bit.”  Then 
having  decided,  she  investigates,  “what  could  be 
remodelled,”  she  thinks,  “what  could  be  dyed? 
and,  “if  I have  this  and  get  Miss  Seamstress  to 
do  this,  why  then  I’ll  have  it.”  And,  away  she 
goes  and  does  it. 

Now  Marjory  has  actually  bought  very  little, 
yet  she  has  the  “smart”  touch.  She  supplies  for 
her  friends  expensive  soap,  which  may  be  the 
vogue  and  which  comes  in  fancy  packages ; 
but  she  is  quite  satisfied  that  a cheaper  brand, 
with  the  quality  of  plainness,  agrees  better  with 
her  own  skin.  Her  boys  know  that  Jack’s 
reefer  has  become  John’s  polo  coat  but  few 
others  do. 

Yet,  with  all  these  thoughtful  ways  of  meeting 
the  cost  of  living,  Marjory,  in  the  course  of 
a year,  buys  quite  a lot  of  things.  She  reads  the 
newspapers,  magazines  and  most  of  the  adver- 
tising folders  and  brochures  which  come  to  her 
house. 

Then  again,  we  must  mention  Anne.  Anne 
buys  only  from  sheer  need.  While  the  routine 
of  mere  existence  is  reasonably  provided  for, 
yet  she  knows  that  where  pleasures  are  desired 
they  must  be  provided  for  by  self-denial  else- 
where. Value  is  the  determining  factor,  not  low 
price. 
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Of  course,  one  doesn’t  have  to  search  far  to 
find  the  appeal  of  the  bargain,  enticing  our 
Audry  to  part  with  her  dollars  and  pence. 
Anything  marked  down  from  52  cents  to  an 
alluring  49  cents  magnetizes  her  thoughts  toward 
spending.  Away  fly  the  dollars  on  trifles  and 
useless  possessions.  No  one  gets  a fortune  from 
Audry;  but  to  attract  her  she  must  be  shown  a 
cut  price. 

But,  Rosalie  is  different  than  all  the  rest. 
Periodically  during  a season  or  year  her  fancy  is 
intrigued  with  some  favoured  style,  an  antique 
needed  for  a certain  corner  or  something  for  a 
special  trip.  Something  always  fairly  beyond 
present  spending  means;  something  to  be 
planned  and  saved  for;  something  to  be  raved 
over  and  embraced  when  finally  obtained.  Just 
try  to  get  Rosalie’s  surplus  for  something  else, 
while  she  is  on  the  road  to  her  conquest.  It 
can’t  be  done.  All  things  else  are  minor  trivi- 
alities. The  goal  must  be  achieved  at  all 
hazards,  and  it  generally  is. 

Now  bring  this  little  group  together  for  sales 
analysis,  and  such  a group  is  multiplied  a great 
many  times  in  the  mass.  What  do  we  find  our 
sales  appeal  meeting? 

Here  is  one  who  buys  “the  best”  her  best 
always.  Another  plans  to  meet  the  vogue  by 
thought  rather  than  buying.  Necessity  is  the 
spur  to  another’s  purchase  while  her  friend  jumps 
from  cut  price  to  other  bargains.  And,  then 
there  is  fancy  following  Rosalie. 

Perhaps  “the  appeal  to  women”  is  after  all 
too  narrow  an  effort.  Instead  we  must  market 
our  wares  to  a list  of  different  viewpoints. 
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“ Free  Air ” Space 

MANY  a manufacturer  might  envy  the 
column  after  column,  and  page  after 
page  of  free  publicity  given  to  Colonel 
Lindbergh  as  a result  of  his  famous  achievement. 

The  same  manufacturer  might,  however,  find 
consolation  for  the  regular  payment  of  advertis- 
ing bills,  if  he  is  reminded  that  even  pages  of 
space  over  a short  interval  do  not  guarantee  a 
perpetual  place  in  the  public  memory. 

Who,  for  instance,  was  the  Doctor  who  gave 
his  life  to  prove  that  a certain  mosquito  was  the 
carrier  of  Yellow  Fever  ? 

Nor,  does  everyone  remember  the  names  of 
three  of  the  physicians  associated  in  the  dis- 
covery of  Insulin,  which  largely  eliminated  the 
horror  of  diabetes. 

Who  were  the  men  whose  signatures  were  on 
the  famous  “Scrap  of  Paper  Or,  how  many 
can  remember  the  date  of  the  sinking  of  the 
Lusitania  ? All  these  received  columns  and 
columns  of  “free  space.” 

Advertising  seems  to  demand  the  regular 
payment  of  monthly  and  annual  premiums,  if  it 
is  to  perform  its  work  of  insuring  for  any  product 
a favourable  place  in  the  public  mind. 
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The  Big  Bulky  Broadside 

THIS  big  dominating  mailing  piece  has 
played  many  a heavy  part  in  the  successful 
Sales  Campaigns  to  both  dealers  and  con- 
sumers. 

It  carries  weight  to  sales  presentations.  Just 
when  the  dealer  has  forgotten  all  about  the 
special  offer  you  made  two  weeks  ago,  just  as 
the  closing  hour  is  about  reached  as  to  the  time 
limit,  just  as  the  home  office  is  beginning  to 
think  the  campaign  has  been  only  a mediocre 
affair,  just  as  these — Along  comes  a Broadside. 

Big — important  because  it  is  big — this  broad- 
side gets  attention.  A big  showing,  reviews  in 
detail  and  a coupon  is  attached.  It  is  printed 
in  Colours,  and,  if  “Velvalur”  has  been  used 
(Velvalur,  a Beaver  “S”  paper,  does  not  crack 
in  the  folds)  the  halftone  illustrations  appear 
without  damage. 

Thus  the  attention  value  of  bigness  turns 
proscratination,  hesitation,  and,  if  a time  limit 
is  featured,  indecision  into  action  and  accept- 
ance. 

Broadsides,  like  the  Roast  Beef  of  Old 
England,  shouldn’t  be  overdone.  They  are 
good  curtain  raisers  and  fine  eleventh  hour 
“whippers  in.” 

The  Broadside  is  historically  one  of  the 
earliest  sales  and  advertising  pieces,  yet  it 
possesses  a strong  touch  of  the  modern.  Some- 
what akin  to  the  atmosphere  surrounding 
Mr.  Roosevelt  when  he  was  featured  as  wielding 
the  Big  Stick. 
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Landmarks  of 
Canadian  Progress 
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Confederation 

THE  month  has  marked  a jubilee  of  a great 
dominion — Canada  has  outgrown  what 
might  be  called  her  days  of  childhood. 
She  has  entered  a period  of  vigorous  youth, 
which  is  somewhat  overshadowed  by  the  cares 
and  responsibilities  of  middle  age. 

Sorrow,  Solemnity  and  Danger  have  been  in 
our  midst.  Not  all  of  these  are  yet  without  our 
limits — Care,  Conscience  and  Constructive  En- 
ergy are  still  needed  in  this  great  country. 

To  look  back  is  one  thing;  to  look  forward  is 
another.  Many  of  the  hopeful  things  which  lie 
ahead  will  materialize  with  time,  but  only  if  a 
right  viewpoint  and  careful  action  during  the 
next  twenty-five  years  are  directed  to  bring 
them  about.  It  is  well  to  remember  with 
reasonable  gravity  that  we  must  carry  respons- 
ibility for  the  future  even  as  we  celebrate  with 
joyousness  while  the  bells  ring  out  the  glory 
of  our  past  achievement  and  accomplishment. 
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Recommendations 

New  Paper  Trade  Customs 

THE  Paper  Conference  Board,  composed  of 
representatives  of  Paper  Manufacturers, 
Paper  Merchants,  and  Printers  of  Paper, 
recommend  and  urge  the  universal  adoption  by 
individuals  and  trade  associations  throughout 
America  of  the  following  trade  practices,  effect- 
ive June  1st,  1927. 


New  Paper  Trade  Customs. 

1.  ONE  THOUSAND  SHEETS  THE 
STANDARD  BASIS — The  ream  as  a basis 
of  count  and  weight  now  becomes  obsolete. 
Instead,  hereafter,  1 ,000  sheets  become  the  basis 
of  count  and  weight. 

a.  — Count — All  kinds  of  sheets  printing 
papers  will  be  counted  in  thousands  of  sheets  or 
fractions  of  thousands.  For  example,  instead  of 
4 reams,  230  sheets,  it  will  be  2230  sheets,  or 
2.23M  sheets. 

b.  — Weight — Each  substance  weight  will  be 
the  height  of  1 ,000  sheets.  For  example,  the  old 
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standard  sheet  of  book  paper  commonly  known 
as  “25  x 28  - 50”,  will  now  be  known  as  100  lb. 
paper;  i.e.,  1 ,000  sheets  of  25  x 38  paper  of  this 
same  substance  will  weigh  1 00  lbs. 

2.  WRITTEN  EXPRESSION  OF 
WEIGHT — With  the  basis  of  count  and  weight 
thoroughly  in  mind,  it  remains  only  to  become 
familiar  with  the  formula  for  expressing  it. 

Take  for  example  a given  quantity  of  book 
paper,  size  and  weight  expressed  as  follows: 

2,237  sheets,  25  x 38  - 80  lb.  (M) 

(old  40  lb.) 

means  2,237  sheets,  25  x 38,  weighing  80  lbs.  to 
the  1,000  sheets,  “M”  being  the  symbol  for 
1,000.  To  arrive  at  the  weight  of  2,237  sheets, 
simply  express  the  number  of  sheets 


2,237  as  a decimal 2.237 

multiply  by  the  weight  of 

1 ,000  sheets... 80 


The  product  is  the  weight  in 

lbs... 1 78.96 


Again  a given  quantity  of  bond  or  writing 
paper,  size  and  weight  expressed  as  follows: 

2,237  sheets,  1 7 x 22  - 40  lb.  (M) 

(old  #20) 

means  2,237  sheets,  17  x 22",  weighing  40  lbs.  to 
the  1 ,000  sheets,  “M”  being  the  symbol  for  1 ,000. 
The  use  of  (#)  in  connection  with  the  weight, 
20,  indicates  the  substance  number  on  the  500 
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sheet  basis.  The  weight  is  obtained  by  simple 
multiplication  of  the  sheets,  expressed  decimally 
by  the  weight  of  1 ,000  sheets,  in  the  same  man- 
ner as  the  above  example  for  book  paper. 

For  designating  the  weight  in  ordering  or 
billing,  the  expression  (M)  should  be  used  until 
all  are  entirely  acquainted  with  the  new  method. 

In  Paper  Merchants  Catalogs,  the  heading 
“Weights  are  for  1,000  sheets”  in  prominent 
type  should  be  used  directly  above  items. 

3.  ODD  SIZES — The  weights  of  odd  sizes 
will  be  computed  as  heretofore  but  on  the  1 ,000 
count  basis. 

4.  LABELLING  PACKAGES— Manufact- 
urers will  label  all  packages  with  the  following 
information,  which  is  essential: 

Number  of  Thousand  Sheets 

Brand  of  Paper,  Color,  Finish  and  Size  of 
Sheet 

Substance  Number  (500  sheets) 

Weight  of  1,000  sheets. 


Personal 

This  year  the  Howard  Smith  calendar  has 
received  so  many  notes  of  praise  and  acknowl- 
edgment that  we  must  admit  our  embarrass- 
ment in  being  unable  to  deal  personally  with 
each  and  every  word  of  appreciation. 

Please  accept,  in  this  notice,  our  thanks  to  all 
those  who  have  felt  this  wave  of  enthusiasm  for 
our  annual  calendar. 
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We  Notice 

That 

“Mayfair”  is  the  name  of  a new  magazine 
published  by  The  MacLean  Publishing  Company 
Limited,  Toronto.  It  is  a magazine  De  Luxe 
which  has  caught  on  and  appeals  to  the  so- 
phisticated who  are  interested  in  the  world  of 
Art,  Music,  Theatre  and  the  best  of  current 
literature. 

An  announcement  fitting  the  atmosphere  of 
such  a publication  came  to  us  through  the 
mails  the  other  day  printed  on  Themis  Text 
and  enclosed  in  an  envelope  of  the  same  paper. 

♦ ♦ ♦ 

“Scope”  is  the  name  of  a new  outstanding 
Canadian  House  Organ  issued  by  the  Federated 
Press,  Montreal,  and  edited  by  Mr.  Hew  Trill. 
The  editorial  matter  is  worthy  of  note.  And 
it  comes,  to  those  fortunate  enough  to  be  on  the 
mailing  list,  attractively  garbed  in  Ruskin  and 
Locarno  Cover  papers. 


There  is  a House  Organ  in  Toronto  called 
“The  Hall  Mark”  published  by  The  Fred  W. 
Halls  Paper  Company  Limited  and  edited  by 
Mr.  S.  C.  Tan  ton.  The  spring  number  is  a 
delight  to  the  eye  and  a pleasure  to  the  reader. 
Its  attractive  cover  in  two  colours  is  printed 
on  Howard  Smith  Ruskin  Cover,  white. 
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How  to  Check  the  Quality — How  to  Keep  it  after  Delivery. 


ANY  business  buys  or  invests  a certain 
amount  per  year  in  paper.  Some  com- 
panies have  many  thousands  of  their 
annual  budget  so  scheduled.  Casu,al  or  careless 
purchasing  of  this  commodity  will  produce  more 
or  less  loss  if  a few  well  established  principles  are 
overlooked.  These  checks,  if  applied  before 
and  after  buying,  will  largely  eliminate  small 
leaks  and  greater  waste  or  loss. 

It  is  well  always  to  give  thought  to  the  exact 
purpose  for  which  paper  is  being  purchased 
and  to  select  only  appropriate  stock. 

Paper  as  made  is  designated  “Cover”  (for 
Book  or  Booklet  Covers),  “Book”  (for  Books, 
Booklets  and  Folders).  This  comes  in  a large 
variety  of  finishes  and  weights  to  meet  various 
printing  requirements.  Cheaper  papers  used 
also  for  these  requirements  are  “S.  C.”  and 
“Writings.” 

For  Letterheads,  Statements,  Invoices,  etc., 
what  are  generally  known  as  Bonds  are  custom- 
ary. These  papers  are  designated  as  “High 
Grade  Writings,”  and  are  of  many  finishes, 
weights  and  of  different  basic  materials  from 
“wood”  to  “all  rag”  or  mixtures  of  both. 

In  trying  to  select  a good  paper  one  should 
note  if  the  sheet  is  clean  and  even  in  colour- 
ing. By  holding  it  to  the  light  the  quality 
of  texture  may  be  seen. 

The  strength  is  found  by  tearing  and  repeated 
folding  back  and  forth  while  a few  shakes  will 
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indicate  the  character  of  its  composition  both  by 
feel  of  stiffness  and  rattle. 

The  storage  of  paper  after  you  have  received 
the  finished  work  from  the  printer  is  important. 
Avoid  excessive  moisture  or  dryness  otherwise 
paper  will  tend  to  curl. 

Keep  it  away  from  the  rays  of  steady  sunlight, 
dust  or  chemical  fumes  of  all  kinds.  There  is 
also  a great  difference  in  the  length  of  time  wood 
and  rag  papers  can  be  stored  without  deteriora- 
tion— wood  papers  being  affected  very  much 
more  quickly,  rag  last  almost  indefinitely. 

As  paper  is  a vital  factor  in  all  printing,  its 
selection  should  always  be  made  carefully.  It 
affects  appearance  and  value.  It  governs  length 
of  service  and  does  much  to  bring  about  a 
favourable  reception  to  advertising  messages. 


Would  I could  win  some  quiet  and  rest,  and  a little 

ease. 

In  the  cool  grey  hush  of  the  dusk,  the  dim  green 
place  of  the  trees. 

Where  the  birds  are  singing,  singing,  singing, 
crying  aloud 

The  song  of  the  red,  red  rose  that  blossoms  beyond 
the  seas.  , * 

John  Masefield — 

“The  Ballad  of  Sir  Bors.” 
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Speaking  of  these  short  skirts — it’s  not  the 
initial  length,  it’s  the  up-creep.  Judge 

* * * 


He — Do  you  love  me? 

She — Of  course.  Why  should  I make  you  an 
exception?  —Everybody's  Weekly 

♦ * * 

“I  see  you  have  a sign  in  your  store.  “We  Aim 
to  Please,’”  remarked  the  irritated  customer. 

“Certainly,”  replied  the  proprietor;  “that 
is  our  motto.” 

“Well,”  retorted  the  customer,  “you  ought  to 
take  a little  time  off  for  target  practice.” 

— Cincinnati  Exquirer. 

* # * 

First  Girl — Mary  makes  me  sick. 

Second — Me,  too.  She  tries  so  hard  to  be 
feminine.  —Answers. 

* * * 

A common  printer  discovered  electricity  with 
two  sticks  and  a silk  handkerchief,  probably 
having  borrowed  the  latter. 


Printed  on  our  Carlysle  Plate,  White 


QUALITY 

Greets  the  Eye 


WHEN  the  covers  of  your  booklet 
are  made  with  either  Locarno 
or  Ruskin  Covers. 

The  impression  of  beautifully  pat' 
terned  leather  is  thus  obtainable  at 
the  cost  of  paper. 

Two  impressive  portfolios  of  cover 
suggestions  featuring  these  splendid 
papers  are  available  on  request  to  those 
who  have  not  already  received  them. 

Ruskin  and  Locarno  Covers 


COME  IN  ALL  SHADES 
AND  WHITE 


‘Better  Send  for  the  Portfolios 


